Abstract: An increasing number of the people responsible for promoting tourism understand the necessity of landscape conservation and sustainable development. Sustainability and the maintenance of regional identity depend on the kind of tourism that takes account of the landscape and stops short of a blind modification of it, for instance through the installation of inappropriate large-scale tourist infrastructure. Since the 1970s South Tyrol, Italy's most northern province (Autonome Provinz Bozen/Südtirol; Provincia Autonoma di Bolzano/Alto Adige), has engaged in tourism of outstanding quality, centreed on the existing landscape potential. Until today this has been the basis for successful tourism development. In the meantime however, there have been calls in South Tyrol for a quantitative expansion, founded on the implementation of an artificial touristic infrastructure and products. As is the case in many other alpine regions, this could be detrimental to the quality of the landscape. Supported by tourism research and based on the authors' own long-standing experience, this article analyzes the development and trends of tourism in South Tyrol from a geographical perspective and takes a critical look at the various planning prospects and the problems which might evolve for the landscape and for tourism marketing.
Introduction
South Tyrol's landscape with its natural and cultural diversity is the basis for the region's tourism industry [1, 2] . Due to early undesirable developments of tourism, especially in the alpine countries [3, 4] , landscape was soon evaluated under the aspect of nature and landscape conservation. However, in the context of sustainable tourism concepts and planning, the question arises as to how the quality and suitability of a landscape can actually be measured [5, 6] . When assessing a landscape's significance for tourism, two factors are essential. These are the "hard" location factors such as infrastructure, accommodation, or gastronomy, and the "soft" location factors, such as the aesthetic appeal of the landscape. One should keep in mind that a tourist's view of a landscape is special. Tourists want a landscape to provide leisure and recreation and expect it to be readily available and aesthetically pleasing.
Therefore tourism planning must take into account the existing countryside conditions, as well as the perceptions and emotions a landscape generates. The first aspect is comparatively easy to portray, categorize and quantify. However, the task of determining the fascination and quality of a landscape and its impact on people, which goes beyond a biased expert verdict or quality label (e.g. Dolomites as World Heritage Site), is exceedingly more complicated.
Tourism planning operates in a highly sensitive field. Most of those involved understand that landscape requires very careful valuation if it is to be used as a tourist resource. In order to avoid damaging or even ruining a region's economic and ecological foundation, landscape needs to be treated sensitively and any form of destruction should be prevented. However, in current tourism planning, the enormous innovation pressures and competition are cited as the reasons why this ideal is being increasingly eroded. That is why geographers must actively encourage the further spread of the idea of sustainable tourism, since our recreational and leisure-time needs cannot be met at the expense of future generations. Advocacy of landscape-orientated tourism offers one means by which geography should take a more active role in tourism planning. Rather than "what kind of tourism infrastructure can be developed?", the question should be "what can the landscape offer?". Landscape-based tourism of this nature has been implemented on different levels in South Tyrol and appears justified by current fashions. Based on intensive tourism research and their own long-standing studies, since the 1980s in the region, the authors aim to show connections, developments and possible problems for the future. To do so, they carried out their own field research and evaluated the existing literature published in German, Italian, French and English, listed in libraries and databases. This includes articles in edited volumes, papers in refereed and non-refereed journals, conference proceedings, electronic journal articles, books, theses and presentations as well as reports and websites. In addition about 70 semi-structured expert interviews were conducted on-site between 1982 and 2010 in order to gain a comprehensive picture. The interview partners were chosen mainly from the following fields: tourism research, travel business, tourism authorities and associations, regional and urban planning, landscape conservation, politics, administration as well as non-governmental organizations. The interviews were conducted face-to-face in German or Italian depending on the interviewees' mother tongue. The duration of the conversations was about 30 minutes on average and the analysis of the interviews was done by transcription and thematic coding. Thereby the study concentrates on the description of the intermediate level. At first the article explains the theoretical background and then analyzes the practical relevance using South Tyrol as an example.
The Significance of Landscape for Tourism
Studies such as the German Holiday Survey done by the "Forschungsgemeinschaft Urlaub und Reisen (F.U.R.)" [8] confirm that for many people the experience of a beautiful landscape on their holidays or in their leisure time is of the utmost importance. Modern living conditions, which people feel are detached from nature, and the increasing fragmentation of society are considered to be triggers for the desire to be closer to nature [9, 10] . Notable compensation strategies include the ecology movement and the rapid increase of landscape-related sports [11, 12] , but also mass tourism [13] . On the one hand the task of land use planning is to make rural and urban spaces for discovering landscape available in sufficient quantity and quality in order to enable "differential experiences" [14] . On the other hand the recreational potentials of a landscape must be determined so that appropriate visitor management and zoning concepts can be implemented where necessary. This is a challenge that seems all the more urgent in an era of economy based on experience [15] that increasingly puts landscape encounters center stage. Tourists and leisure-seekers have always visited places and landscapes for the purpose of enjoying natural or man-made attractions [16] . However, the current practice of "touristification" and the simultaneous increase in recreational infrastructure is now reaching a whole new dimension. In the segment of landscapeoriented tourism, there is an apparent urge to copy leisure and theme parks, seeking to catch up with a trend that has long become standard in many traditional leisure and tourism locations such as zoos, museums, spas, restaurants and hotels. Artificial destinations, themed hotels and routes, event catering and educational entertainment are examples for this phenomenon. Due to their multifunctionality, landscapes offer an excellent starting point for satisfying the postmodern homo touristicus and with this a multi-optional and hybrid consumer [10] . In so doing, touristic spatial planning always operates in an area of conflict between the use of regional resources of landscape and the development of artificial touristic infrastructure and hence must find the right balance between the two.
Landscape Appropriation for Tourism
Although, it is clear that the perception of landscape can never be purely sensual (aesthetic) or solely rational [17] the significance of a landscape for tourism varies according to which activities it is used for. Here we should differentiate between a passive-aesthetic and an active-functional appropriation which on occasion co-exist [18, 19] . The passive-aesthetic appropriation of a landscape describes a general awareness of landscape and an associated sense for beauty, in other words the aesthetic landscape experience. In this context, landscape is usually reduced to scenery as its visual manifestation, although non-visual impressions can also be of relevance. In South Tyrol, this is demonstrated by the extensive noise pollution which affects entire valleys, so that even the loveliest beauty spot can lose its value. It is also worth noting that the visual qualities of a landscape are not constant, but differ with the different varied usages of landscape, when altered or new landscape features evolve [20] , during the different seasons (aspect-related variance), or in response to changing standpoints (perspective-related variance). Numerous theories have attempted to elucidate which factors are the most important in the aesthetic landscape experience. They draw on the various dimensions involved in understanding landscape (e.g. phylogenetic, autobiographical, rational or socio-cultural dimensions) and move between objective and subjective landscape aesthetics [17] . All theories have in common that they refer to fundamental human emotions. Human ethology and research into psychological human needs have reached surprisingly similar conclusions on the structure of our emotional desires regarding our living spaces [17, 21] . These needs include the desire for stimulation, surprise and change, familiarity and identification, relaxation, leisure and contemplation, as well as self-realization and freedom [17, 21, 22 ].
Accordingly we can identify individual aspects of landscape which determine the quality of a beautiful landscape and which meet these fundamental needs: abundantly structured terrain and vegetation with visual barriers, cliffs and caves, elevated spots with open vantage points, groups of trees and meadows, fringe habitats (i.e. the edge of forests or riverbanks) and rivers and streams. "This is demonstrated by the average aesthetic standards of landscape perception, supported by empirical research. The idea of landscape is determined by a landscape type that corresponds to the aesthetics of landscape pictures painted around 1800 [23] ."
As in landscape ecology and nature conservation, it seems generally useful to view near-naturalness and the intensity of cultural influences as a continuum [17] . Within this continuum, aesthetic human needs are met in very different ways. As a result, the aesthetic evaluation standards also vary, ranging from the sublime in a near-natural landscape to the harmonious co-existence of man and nature in a cultural landscape (agrarian romanticism) and the functional in the industrial and service landscape. All these criteria describe and distinguish the beauty of a landscape and of course are just as valid for landscape sections and individual aspects as they are for the entire landscape.
In contrast, Krause et al. have identified several aspects that potentially diminish the quality of the landscape encounter [24] . Of central importance for this decline in quality, we can cite the loss of variety and characteristic features, estrangement through atypical designs, the use of imported materials, forms, dimensions, arrangements and colours for buildings and the cultivation of exotic plants. The ubiquitous use of similar materials and standardized products also contributes to a general leveling of the landscape experience. In the context of passive-aesthetic landscape appropriation, "fundamental interconnections exist between the satisfaction of needs, landscape preference and landscape qualities such as diversity, uniqueness, naturalness, structure etc. [18] ."
In this context Grosjean refers to a relatively insensitive "activity type" [25] . For him the landscape is allocated the role of a relic and is referred to in very general and stereotypical form (a postcard landscape). Interest focuses on the respective sport and the associated equipment, clothing and behavior in order to gain social distinction [26] . Commenting on the veritable boom of activity holidays and outdoor sports, Bätzing states that "here aesthetics has the job of symbolizing a particular idea to the outside world and setting it apart from all other ideas, underlining the special rather than the general or an entirety as is the case with a beautiful landscape. Aesthetics no longer just refers to nature, but also to humans. The aestheticization of nature only takes place if it has an immediate bearing on a person's self-promotion. At best, it refers to only small sections of nature (a steep drop, a precipice, a rock, a deep valley), never nature or landscape as a whole [9] ." It is evident that the active-functional appropriation of landscape causes numerous immediate problems, and the role of tourism in this has been widely documented. However, an indirect and more obscure problem produced by the passive-aesthetic appropriation of landscape must also be mentioned. Technological progress in the last third of the 20th century had a substantial impact on our perception of landscape. Böhme notes an "extensive cultural inability to perceive nature, [which leads to the fact that] landscape attractions are quickly wasted, because the uninformed eye cannot see, the other senses cannot inform, and because our habits of seeing have been trained by the media to expect quick 'cuts' -so that today it has become almost peculiar to see someone gazing at landscape for an hour [23] ." Our visual media communicates a visual world that very often does not coincide with reality. "Landscapes on the screen appear as natural landscapes, although they no longer need to be based on any real geographical lo- cations [27] ." People travel to specific tourist destinations with these images in mind, seeking to encounter these beautiful landscapes. In places where tourism plays a key role in the local economy, as is the case in South Tyrol [28, 29] , landscape development (e.g. preservation of the traditional landscape) may well be determined by external interests [9] and the local population might have to disregard their own needs of landscape development due to economic considerations. Here, the challenge is to find a compromise between tourist demands on the landscape ("a sound, traditional world of mountains [26] "), and the needs of the local population for "economic and everyday space [30] ."
The example of South Tyrol

Tourism Development in South Tyrol
South Tyrol has a profusion of beautiful landscape and its diversity is beyond compare (Fig. 1) . Its cultural landscape is of outstanding significance as a unique selling proposition, setting the country apart from competing alpine destinations [30, 31] . Within a relatively small area, South Tyrol holds an amazing diversity and complexity of natural and cultural landscapes, ranging from high rugged mountains ( Fig. 2 ) to gentle valleys, and from vibrant towns to lonely mountain farmsteads (Fig. 3) , vineyards (Fig. 4) , castles, monasteries and churches (Fig. 5 ). Pechlaner and Kofink have termed this the "magic of diversity [7] ." South Tyrol connects the North with the South and the West with the East. Here is where central European and Mediterranean climates, vegetation and culture meet. Vineyards, fruit plantations and other agricultural businesses determine the variety of the land and complement the aesthetic landscape encounter with an equally varied culinary experience. It is the variety that makes South Tyrol's landscape so individual and easily identifiable for visitors while at the same time creating a strong bond with its own population. South Tyrol's uniqueness is not just the product of a professional image campaign, but real and tangible, thus facilitating the kind of authentic experiences increasingly demanded by tourists. For many people, South Tyrol's mountain landscape represents an ideal picture of the alpine region; flowering alms, dark forests, idyllic mountain villages, people who, like their ancestors for centuries before, live a harmonious life in tune with nature. Without doubt this is an idealized picture of the "myth of the natural mountains." The variety of the countryside is the reason why different ideas of what constitutes a beautiful landscape can coexist here [32] . This provides South Tyrol with an ideal foundation for tourism [33] . It is all the more important that its landscape is appreciated as a valuable asset so that it remains the basis for the tourist industry. Visitors respond sensitively to changes they consider detrimental to the landscape. On a small scale, this is demonstrated by the refusal to accept white protective nets in fruit growing; on a larger scale by the debates on the use of alpine pastures. The development of tourism in South Tyrol began in the middle of the 19 th century when the Brenner railway was built along the Eisacktal (1867), opening the region for visitors [28] . A number of grand hotels were built along this railroad and its branch lines (Grandhotel Toblach 1878, Grandhotel Penegal 1896). The aristocracy and the upper middle classes especially, visited Tyrol to enjoy the mild climate and the landscape on the "south balcony of the monarchy". As early as the first half of the 19 th century, the city of Merano as a climatic spa attracted visitors from all over Europe [34, 35] . The main focus at the time was on health and recreational tourism which came to a sudden end with the outbreak of the First World War. After the First World War, South Tyrol was annexed by Italy.
As a result tourism in South Tyrol was confronted with totally new challenges. Until then the region had been a holiday destination in the south of the Austro-Hungarian Monarchy, but in the ensuing decades South Tyrol developed into the most northern destination in Italy [28] . This triggered a change in tourist infrastructure, target groups, and travel motives. In the 1920s and 1930s South Tyrol became a destination for politically promoted mass tourism just like many other Italian regions [36] . Only after the Second World War, a tourism industry began to develop which was supported by the local population. This tourist development concentrated especially on the rural areas and generated such dynamics that the cities Bolzano, Merano, or Bressanone were not able to compete [28] . At the beginning farm owners offered guest beds and rooms. Later they were able to convert their farms into small pensions and then hotels. However, this development led to grave changes in the settlement structure and claimed vast areas of the sensitive landscape [28] . At the end of the 1970s, this expansion prompted a ban on further investments in tourist accommodation on behalf of land planning regulations. These strict rules have been partly eased again.
Tourism is currently present everywhere in South Tyrol. The country has an expanse of 7400 km 2 of which only 6.6% can be used as settlement area due to the alpine geomorphology [37] . The greatest part of human use (e.g. agriculture, settlements, infrastructure, and tourism) is concentrated in this area (486 km 2 ), which leads to intense conflicts of interests. Now approximately 10,300 hotels and hostels exist in South Tyrol. Together they have a potential of about 220.000 beds and generate around 5.5 million arrivals and 28 million overnight stays (Fig. 6,7) . The average daily per capita expenditure, amounts to 119 Euro [37] , which underscores the enormous significance that tourism, has for the regional economy. Sports (54%), gourmet (31%), and family holidays (20%) are the dominant types of holidays [7] .
The diversification of tourism products in South Tyrol that has ensued in the meantime, has led to a coexistence of two diametrically opposed types of landscape appropriation. In contrast to the formerly predominant passiveaesthetic appropriation the increasing active-functional appropriation of landscape takes a different approach. Trend sports and outdoor activities (e.g. skiing, paragliding, mountain biking) offer excitement and autonomy [19] and therefore their objectives differ from the passiveaesthetic appropriation of landscape and result in a different assessment of landscape [38] . "For a walker it is inconceivable to repeat the same walk several times a day or on several consecutive days because he wants to explore a new landscape every time. For a skier such repetition Source: [37] ; Data processing: Thomas Wieland makes good sense because the sport is all about movement and the physical sensation of the descent. These are experienced afresh every time. The landscape only serves as a backdrop [9] ." This type of appropriation does not demand any specific landscape quality but relies instead on functional factors such as relief intensity and the availability of the necessary infrastructure (e.g. lifts, secure runs) (Fig. 8 ).
Walking and skiing are the cornerstones of South Tyrolean tourism. Both activities represent a particular seasonal orientation of tourism, and both depend on the landscape qualities in South Tyrol. Taking aesthetic pleasure in a landscape is particularly important for walking, which has long since moved away from its image of an "old-fashioned hobby for pensioners [39] ." Despite growing competition, walking has reclaimed its leading position in the range of leisure activities. The walking boom can be regarded as a countermovement to the "hectic overcivilization of everyday life [39] ." Walking appears to ideally address the central needs for communication (identi- Photo: Tappeiner Publishing Company fication, home) and experience (security, excitement, autonomy) in a landscape [40] . South Tyrol's landscape is perfectly suited for meeting these needs. Apart from the diversity of the natural and cultural landscape, there are generous access rights, a dense network of trails and extensive orientation aids. Here one must mention the South Tyrolean Alpine Association (Alpenverein Südtirol / Club Alpino Altoatesino) which is responsible for approximately 20,000 km of the walking and hiking trail network. Individual trends in tourism are coupled here; such as the multifunctional combination of walking, wellness and healthrelated products [7, 41] . Forecasts for the long-term future of skiing tourism are less bright. Jülg lists the following causes for this critical view [42] :
• Global warming will cause South Tyrol to increasingly lose its guaranteed snow reliability.
• Snow cannons only help if temperatures are below zero.
• Children and teenagers engage less in skiing for various reasons (e.g. high costs). Those that did not learn how to ski as a child are unlikely to take it up later in life.
• School-based skiing courses are becoming less and less common (cutbacks in the educational sector and in parental spending).
• Cheaper travel has made trips to sunny destinations a serious competitor to winter tourism.
These trends are expected to hit South Tyrol particularly hard because a winter visitor spends about one third more per overnight stay than a summer visitor (140 EURO vs.
105 EURO) [37] . This is primarily due to the investment costs involved in skiing and the expenditure for gastronomy and entertainment for the so-called "Après Ski". Tourism based on winter sports thus generates high added value for communities within a short period of time. However, guests expect a variety of ski runs and a comprehensive system of lifts. In order to use these to capacity, large settlements with a high number of beds are being built in the valleys (e.g. in the Val Gardena). In these areas the "particularly critical ecological carrying capacity" can quickly be exceeded. The following scenario can be assumed for the future of winter sports tourism [42] : In areas without guaranteed snow the significance of winter tourism will decrease further, requiring re-orientation towards summer tourism. Those areas with reliable snow conditions will be faced with greater demand, resulting in a price increase. A further expansion of ski slopes and lift systems must be viewed critically, not only due to the ecological damage visible already but also for economic reasons. To meet the challenges of the future, tourism planning in South Tyrol needs to rely much more on the resources provided by the landscape than it has to date.
Landscape Preservation in South Tyrolean Tourism
Doubtlessly many of these considerations have already been taken into account by tourism. Landscape preservation is an integral element of the "quality offensive" in South Tyrol that has led to a whole series of initiatives. From the 1980s onwards the regional development plan contained restrictions designed to counteract urban sprawl and the unguided development of tourist infrastructure [43] . It was not until the 2007 amendment of the State Regional Planning Act that businesses were able to expand again quantitatively as well as qualitatively. This plan indeed emphasizes that without the careful treatment of natural environments, a decisive base of South Tyrolean tourism would no longer be given. However, in the meantime this precondition is seen in a more differentiated light and a quantitative development is no longer completely excluded: the statutory regulations of land planning for example stipulate that in boroughs with average and with high tourism growth, a qualitative development as well as a quantitative structural development is possible [7] . This does not necessarily mean a reversal of the belief in a careful treatment of the natural environment, however some developments have already become apparent that are not conducive for the landscape (e.g. Alpe di Siusi. This area is Europe's largest alpine pasture and part of the Sciliar-Catinaccio Nature Park, Fig. 9 ).
A prerequisite is the existence of a municipal or communal Figure 9 . Alpe di Siusi: Construction Site. Photo: Enrico Brutti tourism concept that stipulates the necessity for additional developments. Here the so-called culinary tourism often achieves a win-win situation in South Tyrol [44] . Regional farm products (wine, fruit, dairy products etc.) are offered to tourists. This supports local farmers and moreover the tourism industry can profit from the positive image of the agrarian landscape (for example the South Tyrolean wine route). So the region becomes identifiable via its products, thus conveying an authentic experience [45] . Tourism, agriculture, and cultural landscape management engage in a symbiotic relationship and become an integral part of destination branding [46] . At the same time farmhouse holidays are increasingly expanding, which secures the existence of many farms and is a welcome boost to their budgets. For a number of years now, environmental certificates have been devised for the accreditation of products. Starting with an EU project in 1997 on soft mobility in tourist resorts and regions ("take a back seat from driving"), efforts have also been undertaken to provide public transport for skiers and walkers. This is an important prerequisite for keeping the infrastructure for moving and standing traffic as limited as possible, in particular in the areas surrounding valley stations and car parks near footpaths. It has to be said that these initiatives do not just spring from the understanding that the landscape needs to be preserved but are also motivated by hard economic facts. Firstly, the trend towards quality tourism in South Tyrol is based on the fact that high wages, land and real estate prices make it impossible to compete with cheap holiday destinations and their mass market products. Secondly, the specific approaches are grounded in the specific history of tourism development in the region. Summer tourism and in parts also the winter tourist industry have always been decentralized and based on small businesses [47] , which enables the local population to benefit significantly from the revenue made through tourism. Thirdly, Butler's "tourist area cycle [48] " theory expounds that the old destination South Tyrol needed quality innovations in order to remain competitive and to distinguish itself from the new destinations (e.g. in Eastern and South Eastern Europe) that offer similar products but are cheaper due to lower costs [1, 7] . And last but not least, an intact nature and landscape and environmental sustainability are increasingly being demanded by the guests [49] . With customer satisfaction the goal, these expectations must not be disappointed [50] .
Future Orientation of Tourism in South Tyrol
Drawing on societal developments, Boesch points to five megatrends for alpine tourism, which might be striking but which aptly describes the relevant future points [51, 52] :
• In the long term, climate change will lead to changes in the "touristic production base".
• Globalization will lead to increased competition between destinations.
• Urbanization will impact tourism through aspects such as multi-optionality, changes in values, new forms of recreation and the withdrawal from spaces.
• Virtualization will lead to the growing manipulation of space and time, the dissolution of boundaries, and the creation and combination of dramaturgical tourism products.
• Ecologization will demand environmentally friendly services, but will also increasingly expect that environmental damage is avoided.
The concepts of the South Tyrolean Marketing Association (SMG) for the future orientation of tourism are in stark contrast to this [7] . Here one sees the future developed maintained by three pillars. South Tyrol as:
• a country for gourmets,
• a country for sports, and
• a country for families.
The "country for gourmets" is on a strong upward trend based on the region's exquisite wine and fruit produce and the typical South Tyrolean Speck. The label "country for sports" denotes the trend towards more active holidays, whilst the label "country for families" was consciously chosen to set South Tyrol apart from North Tyrol (Austria;
Federal Territory Tirol) which promotes itself with "Après-Ski" and "party fun". This marketing mix is designed to appeal to the various tourist experiences.
Against this background, the megatrends identified by Boesch can be described as follows [51, 52] : Less snowfall in winter, caused by climate change, will certainly influence South Tyrol's skiing regions. Although numerous studies have shown that large investments in winter sports are only worthwhile in the more elevated regions, lower lying regions have not developed any alternative products but rely mainly on technology to provide snow. It is not yet clear whether summer tourism will be able to benefit from higher summer temperatures (in particular in the Mediterranean parts) by a renaissance of the classic "summer vacation". It is equally uncertain whether and how a change of the peripheries for wine-and fruit-growing will impact the landscape. South Tyrol takes globalization into account by expanding its unique selling proposition as a country for gourmets, sports, and families. New markets, however, are tapped only slowly, with advertising still predominantly targeting older Germans and Italians with an above average income. In the winter sports segment advertising is increasingly targeting eastern and southeast European markets. Switzerland is viewed as a future market, of interest due to its close proximity and the existing price difference to South Tyrol. Furthermore, efforts are being undertaken to avoid overcapacities that could lead to price wars. Local agents are largely responsible for quality control because most hotels and guesthouses are not linked to any tour operators. The trend towards a time and area concentration of tourist products is also notable in South Tyrol, which could be maintained as an expression of urbanization. The dispute surrounding the new "umbrella brand South Tyrol" attests the increasing confidence of its towns, underlining the "unique combination of shopping experiences in the historic city centres in the context of attractive leisure products [7] ." In South Tyrol, however, the trends towards "experiencing more per unit of time / more value added per square km [53] "
have not yet become dominant enough to lead to a comprehensive concentration of activities in the in-and around-door segment. This would run counter to the proclaimed core value of "taking one's time / enjoying [7] ." Interestingly, the mix of the trends nature awareness, individualization and quality is leading to new impulses for development in the elevated and peripheral places. The walking boom can even be considered an anti-trend here. However, due to the tendency to shorter visits, a withdrawal from rural regions and the expansion of multi-optional tourist centres is also conceivable for South Tyrol. First steps are already emerging and are being discussed under the motto virtualization and events. South Tyrol has invested large (Fig. 10) , the new thermal baths in Merano (Fig. 11) or the Museum of Archaeology with the "Iceman" exhibition (Ötzi) in Bolzano. The rising eventization of the sports and cultural segment (e.g. alpine world cup skiing, Merano Music Week) as well as the increased standardization and integration of products in the hotel sector (e.g. Belvita hotels) are further focal points [7, 54] . This trend manifests itself visibly in South Tyrol's strong presence on the internet [55, 56] . For tourism in South Tyrol, however, it is predictable that virtualization and the suspension of boundaries in the holiday experience can only be limited; after all the three pillars of 1) culinary appreciation of regional products, 2) sports and activities and 3) family leisure emphasize authentic physical-sensual experiences. Ecologization, in contrast, is an important topic. Apart from directly influencing demand and supply, minimizing environmental risks (such as avalanches, floods, landslides, and alpine mudflows) is increasingly gaining importance, not least because of landscape exploitation by tourism, especially as climate change is expected to lead to a higher incidence of extreme weather events [57] . Despite this, there seems to be a lack of conviction when attempting to prevent or to control the expansion of tourism-related infrastructure. The assessment of environmental hazards will play a central role in determining future action. Which risks and which changes to the landscape are deemed acceptable? When are limits surpassed and how are such limits to be defined? What are the options for control management? Tourism in South Tyrol is currently in a strategic phase of re-orientation [28] . It is therefore not surprising to encounter all three strategies identified by Bätzing for the positioning of alpine tourist destinations [58, 59] . These are: 1) the strategy of maximization of technical attrac- Figure 11 . Merano Thermal Baths.
Photo: Tappeiner Publishing Company tions, 2) the strategy of fun and events within large structures, and 3) the strategy of creating a mythical alpine experience as a theatrical contrast to urban life. All strategies are understandable from the perspective of tourism providers; after all they readily correspond to the activefunctional and passive-aesthetic appropriation of landscape (landscape as sports infrastructure and setting versus landscape as a visual object). With the situation of the French Alps in mind, those responsible for tourism in South Tyrol are working to ensure that tourism stays in the hands of local enterprises and does not end up in the hands of external investment companies. Developers recognize that maintaining small and medium sized businesses is essential for a regional product and for the desired unique selling proposition [60] . Tourism in South Tyrol is in the process of asserting and re-determining its identity between the two poles of hybridization, individualization and multi-optionality on the one hand and McDonaldization and standardization on the other [61] [62] [63] . At the same time, South Tyrol -and in particular the skiing areas -need to make sure that the principle of sustainability is not degraded to a "value system for re-adjusting the misallocations of the free market [64] ." In the future questions on the carrying capacity of a landscape, and the problem of land use compatibilities and conflicts, will increasingly be posed; limits may need to be established for the respective resources. It is crucial to determine an appropriate level of utilization, where negative impacts on the environment are minimized and tourists still attain a high degree of satisfaction. The goal must be to achieve the ideal carrying capacity not the maximum capacity, which means determining the saturation point that must not be exceeded so as not to disrupt the balance, especially of course in the nature reserves which are particularly affected by tourism (e.g. national and natural parks). Like elsewhere, South Tyrol shows numerous tendencies towards overburdening the landscape. This must be avoided at all costs if tourism is to have a future.
Conclusion
At first sight South Tyrol seems to be a "model student" with regard to sustainable development. In the areas of wastewater management and waste disposal, climate protection, and the use of regenerative energy sources the country is without doubt ahead of most European countries. The laws governing the biotic use of the environment look good on paper and the high percentage of designated nature reserves (36.4% of the total area of South Tyrol) seem to stress the political efforts in this respect [37] . Nevertheless, the problems cannot be ignored. The integrative approach to nature conservation is not sufficiently widespread. This approach postulates the systematic integration of nature protection issues in the most important land uses (agriculture, forestry, settlements, water management, energy management and of course tourism) particularly outside the nature reserves. The implementation of landscape management based firmly on a comprehensive sustainability is still missing. Especially in a highly sensitive region, sustainable development must accept and respect the limitations resulting from the natural conditions.
Only landscape-related tourism guarantees a sustainable approach and can lead to a regional-typical, identifiable image and thus prevent the sellout of the landscape [65] . The potential sensitivity of the aesthetic landscape experience to changes in the landscape, and the limited opportunities for correcting spurned developments once they have occurred, suggest that policy and decision-makers should also focus on aesthetic landscape preferences when as- sessing specific landscape changes with respect to their social sustainability. Rapid progress in computer-aided geovisualization has provided development planners with numerous innovative instruments to estimate in advance the aesthetic landscape impact of concrete constructions (Fig. 12) .
The difficulty for tourism planning lies in the bringing together of the many dimensions of landscape appropriation, to form a coherent entity which meets the multifunctional demands on space and embodies a consensus of values. From this, guiding principles for preservation, care and development can be derived [17] . These guidelines should ideally be developed based on appraisals by local residents and guests (e.g. using a "perceived environmental quality index", PEQI) as well as on expert judgments on the basis of objectively identified landscape attributes (e.g. in form of an "environmental quality index", EQI) [19, 66] . However, here one must mention the high financial and personnel costs of these procedures, which pose quite a challenge in the standardized everyday planning, so that they therefore cannot always be implemented in every case. The result is an idealized landscape model that can serve as a guideline for development planning. Care must be taken, however, that the models to be conveyed are not only aesthetically appealing, but that they are also convincing, consensual and viable [9] . This process corresponds to the maxim that the unique selling proposition of a landscape for tourism can only be generated by emphasizing its individuality and typical regional character ("to give the landscape a soul"). This makes a landscape recognizable, tangible, and marketable; the interchangeability of everyday landscapes is avoided [67] . What is ultimately required is a poly-functional assessment of landscapes. Modern tourism needs to build on three integrated pillars: the ecology (nature and landscape preservation), economy (a solid economic basis) and the socio-cultural (social acceptance).
The implementation of such concepts remains difficult. For a long time, despite their more immediate and obvious apparent synergies tourism and landscape conservation simply seemed too different to overcome their traditional enmity. Today however, forward-looking representatives of both camps have become convinced that well-planned tourism can assist in landscape conservation and structural regional development. In areas where attractive landscape and cultural resources are protected and not diminished, many opportunities exist for the development of a sustainable tourism. Co-operation should not be limited to damage control, but rather begin early and continue throughout the entire tourism planning process.
